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Winning WitH PeoPle
HUL was ranked the No.1 Employer of 
Choice for students in the annual Nielsen 
B-School Survey. In the survey, HUL 
retained the ‘Dream Employer’ status 
for the 3rd year running and continues 
to be the top company considered for 
application by B-School students.

HUL was awarded the National Award for 
Excellence in Corporate Governance, 2011 
by the ICSI.

HUL received the ‘Dream employer 
of the year’ Awards presented by UTV 
Bloomberg. 

Fortune India featured India’s most 
admired companies wherein Hindustan 
Unilever was ranked at No.2. 

HUL was recognised as the Best 
Employer Brand in Asia at the Asia’s Best 
Employer Brand Awards 2011. 

HUL ranked sixth in the list of ‘Global 
Top Companies for Leaders 2011 Study 
Results’ announced by Aon Hewitt, The 
RBL Group and Fortune.  

HUL was awarded the “The Top 5 India 
Companies in Corporate Governance” by 
IR Global Rankings for 2011.   

HUL received the National Award for 
‘Significant Achievements in Employee 
Relations’ by the Employee Federation of 
India for the Pan India category.

Winning WitH Brands and 
innovation
Six of our brands (Lux, Lifebuoy, Closeup, 
Fair & Lovely, Clinic Plus and Sunsilk) 
featured in Top 15 list in Brand Equity’s 
Most Trusted Brands Survey.

Hindustan Unilever Limited (HUL) was 
awarded the CNBC AWAAZ Storyboard 
Consumer Awards 2011 in three 
categories.
•	 FMCG	Company	of	the	Year
•	 The	Most	Consumer	Conscious	
Company	of	the	Year

•	 The	Digital	Marketer	of	the	Year

HUL won the ‘Golden Peacock Innovative 
Product Award’ for Marvella RO

HUL was identified the sixth most 
innovative company in the world in a 
ranking published by Forbes magazine. 

HUL bagged 6 awards (1 Gold, 3 Silvers 
and 2 bronze) across categories at the 
EMVIES Awards. We also won a People’s 
Choice Award and special TAM award for 
TV innovation.

HUL won 5 EFFIE Awards which were 
organized by the Ad Club of Bombay.

HUL won the Rolta Corporate Award 
for the top Indian Company in the FMCG 
sector at an awards ceremony organised 
by Dun & Bradstreet.

Winning in tHe market Place
HUL was awarded for Exceptional 
supplier performance by Bharti Walmart.
•	 Supplier	of	the	Year:	Retail	Format
•	 Supplier	of	the	Year	:	Cash	&	Carry	

Format
•	 Supply	Chain	Excellence	:	Cash	&	Carry	

Format
•	 Supplier	of	the	Year	for	CSR	/	

Sustainability 

HUL received “TESCO Value Award” 
for best in class execution of the Joint 
Business Plan. 

Winning tHrougH continuous 
imProvement
HUL was awarded the FMCG Supply 
Chain Excellence Award at the 5th 
Express, Logistics & Supply Chain Awards 
endorsed by The Economic Times along 
with the Business India Group.

Doomdooma factory won the Gold Award 
in the Process Sector, Large Business 
category at The Economic Times India 
Manufacturing Excellence Awards 2011.   

sustainaBility
HUL has won the Asian Centre for 
Corporate Governance and Sustainability 
Awards in the category ‘Company with the 
Best CSR and Sustainability Practices.’

Our instant Tea Factory, Etah bagged the 
second prize in tea category for Energy 
Conservation from Ministry of Power, 
Govt. of India. 

HUL won the prestigious ‘Golden Peacock 
Global Award for Corporate Social 
Responsibility’ for the year 2011.

HUL’s Andheri campus received 
certification of LEED India Gold in ‘New 
Construction’ category, by Indian Green 
Building Council (IGBC), Hyderabad, under 
license from the United States Green 
Building Council (USGBC)

The Orai, Etah and Chhindwara 
factories were selected as winners of 
the prestigious ‘Srishti Good Green 
Governance (G Cube) Award 2011 in the 
‘Process Non-metallic’ category. 

Chiplun factory received the CII Award for 
the efforts being taken to enhance Safety 
& Health initiatives.

HUL won the third prize at the prestigious 
FE-EVI Green Business Leadership 
Awards 2010-11 in the low energy 
intensive sector category.

HUL (Khamgaon) was declared winner 
of the Gold Award in FMCG Sector for 
outstanding achievement in Safety 
Management.

our mission
We Work to create a Better future  
every day.
We help people feel good, look good and get more out 
of life with brands and services that are good for them 
and good for others.
We will inspire people to take small, everyday actions 
that can add up to a big difference for the world.
We will develop new ways of doing business with 
the aim of doubling the size of our Company while 
reducing our environmental impact.
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•	 30 million people reached 
with Lifebuoy soap 
handwashing programmes in 
2011-12

•	 Around 60% of our major 
food and beverage brands 
— Brooke Bond, Bru, Knorr, 
Kissan and Kwality Wall’s 
— comply with the ‘Healthy 
Choice’ guidelines

•	 30 million people have 
gained access to safe 
drinking water by using 
Pureit in-home water purifier, 
since 2005

•	 60% of tomatoes in Kissan 
Ketchup are sourced 
sustainably
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fInAnCIAL HIGHLIGHts  
And BrAnds

5

1  Soaps and Detergents 48.1

2  Personal Products 31.0

3  Beverages  11.8

4  Packaged Foods 6.2

5  Others 2.9

nEt rEVEnUE
rs

22,116
CrorEs

EPs (BAsIC)
rs

12.46

ProfIt for tHE yEAr
rs

2,691
CrorEs

EVA
rs

2,250
CrorEs

1

54

3

2

sEGmEntAL  
rEVEnUE (%)
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5
1) Materials 61

2) Advertising 
 Costs 14

3) Employee
 Benefits Expenses 6

4) Carriage   
& Freight 6

5) Utilities, Rent,
 Repairs, etc 5

6) Depreciation 1

7) Other
 Expenditure  7

1) Soaps and  
Detergents 36.9

2) Personal 
Products 52.1

3) Beverages  11.0
4) Packaged  

Foods  0.7
5) Others  (0.7)

* Excludes Unallocated Expenditure, Taxation Charge & Financial Income

1

2

3

4
5

76

totAL 
ExPEnsEs (%)

1

43

2

sEGmEntAL 
rEsULts (%) *
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fInAnCIAL 
PErformAnCE
10 yEAr trACk rECord
Standalone  Rs. Crores
stAtEmEnt of  
ProfIt And Loss

2002 2003 2004 2005 2006 2007 2008-09
(15 months)

2009-10 2010-11 ^ 2011-12 ^

Gross Sales*  10,951.61  11,096.02  10,888.38  11,975.53  13,035.06  14,715.10  21,649.51  18,220.27  20,285.44  22,800.32 
Other Income  384.54  459.83  318.83  304.79  354.51  431.53  589.72  349.64  627.38  659.08 
Interest  (9.18)  (66.76)  (129.98)  (19.19)  (10.73)  (25.50)  (25.32)  (6.98)  (0.24)  (1.24)
Profit Before Taxation @  2,197.12  2,244.95  1,505.32  1,604.47  1,861.68  2,146.33  3,025.12  2,707.07  2,730.20  3,350.16 
Profit After Taxation @  1,731.32  1,804.34  1,199.28  1,354.51  1,539.67  1,743.12  2,500.71  2,102.68  2,153.25  2,599.23 
Earnings Per Share of Re. 1#  8.04  8.05  5.44  6.40  8.41  8.73  11.46 10.10 10.58 12.46 
Dividend Per Share of Re. 1#  5.16  5.50  5.00  5.00  6.00  9.00  7.50 6.50 6.50 7.50 

* Sales before Excise Duty Charge  @ Before Exceptional/Extraordinary items   # Adjusted for bonus   ^ 2010-11 and 2011-12 based on Revised Schedule VI

BALAnCE sHEEt 2002 2003 2004 2005 2006 2007 2008-09
(15 months)

2009-10 2010-11 ^ 2011-12 ^

Fixed Assets  1,322.34  1,369.47  1,517.56  1,483.53  1,511.01  1,708.14  2,078.84  2,436.07  2,457.86  2,362.92 
Investments  2,364.74  2,574.93  2,229.56  2,014.20  2,413.93  1,440.80  332.62  1,264.08  1,260.67  2,438.21 
Net Deferred Tax  269.92  267.44  226.00  220.14  224.55  212.39  254.83  248.82  209.66  214.24 
Net Assets (Current and Non-current)  (239.83)  (368.81)  (409.30)  (1,355.31)  (1,353.40)  (1,833.57)  (182.84)  (1,365.45)  (1,268.67)  (1,502.44)

 3,717.17  3,843.03  3,563.82  2,362.56  2,796.09  1,527.76  2,483.45  2,583.52  2,659.52  3,512.93 
Share Capital  220.12  220.12  220.12  220.12  220.68  217.74  217.99  218.17  215.95  216.15 
Reserves & Surplus  3,438.75  1,918.60  1,872.59  2,085.50  2,502.81  1,221.49  1,843.52  2,365.35  2,443.57  3,296.78 
Loan Funds  58.30  1,704.31  1,471.11  56.94  72.60  88.53  421.94  -    -   

 3,717.17  3,843.03  3,563.82  2,362.56  2,796.09  1,527.76  2,483.45  2,583.52  2,659.52  3,512.93 
^ 2010-11 and 2011-12 based on Revised Schedule VI 

sEGmEnt-WIsE  
sALEs (%)

2002 2003 2004 2005 2006 2007 2008-09
(15 months)

2009-10 2010-11 2011-12

Soaps, Detergents & Household Care 45 44 45 45 47 47 49 48  46  48 
Personal Products 22 24 26 28 29 29 29 30  32  31 
Foods 30 29 27 25 22 22 20 20  20 19
Chemicals, Agri, Fertilisers & 
Animal Feeds 2 2 1 1 1 1 1 0  0  -   

Others 1 1 1 1 1 1 1 2  2 2

kEy rAtIos And EVA 2002 2003 2004 2005 2006 2007 2008-09
(15 months)

2009-10 2010-11 2011-12

EBIT as  % of Sales  17.6  18.4  13.4  12.3  13.1  13.1  13.1  14.1  12.1  13.5 
Fixed Assets Turnover (No. of 
times)  8.3  8.1  7.2  8.1  8.6  8.6  8.3*  7.5  8.3  9.6 

PAT /  Sales (%)  15.8 16.3 11.0 11.3 11.8 11.8 11.6 11.5 10.6 11.4
Return on Capital Employed (%)  59.4 60.2 45.9 68.7 67.0 78.0 107.5* 103.8 87.5 96.8
Return on Net Worth (%)  48.4 82.8 57.2 61.1 68.1 80.1 103.6* 88.2 74.0 77.7
Economic Value Added (EVA)  
(Rs Crores) 1236 1429 886 1014 1126 1314 2154 1791 1750 2250

*Shown on an annualised basis

otHErs 2002 2003 2004 2005 2006 2007 2008-09
(15 months)

2009-10 2010-11 2011-12

HUL Share Price on BSE  
(Rs. Per Share of Re. 1)*  181.75  204.70  143.50  197.25  216.55  213.90  237.50  238.70  284.60  409.90 

Market Capitalisation (Rs. Crores)  40,008  45,059  31,587  43,419  47,788  46,575  51,770  52,077  61,459  88,600 
Contribution to Exchequer (Rs. Crores)  2,609  2,999  2,674  2,638  2,813  3,133  4,429  3,704 3,953 4,839

* Based on year-end closing prices quoted in the Bombay Stock Exchange, adusted for bonus shares
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PErformAnCE 
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domEstIC ConsUmEr BUsInEss

18%
nEt ProfIt

17%
PBIt

25%

The domestic consumer business grew 
by 18% with 9% underlying volume 
growth. Profit Before Interest and Tax 
(PBIT) grew by 25% with PBIT margin 
improving 140 basis points. Profit 
After Tax but before exceptional items, 
PAT (bei), grew by 20% to Rs.2,592 
crore with Net Profit at Rs.2,691 crore 
growing 17%.

A relentless focus on our consumers 
and in-market execution helped the 
business deliver these strong numbers. 
We are driving bigger, better and 
faster innovations with almost 60% of 
our portfolio touched by innovations 
during the year. We continue to drive 
superiority of our products in the core 
categories as we invest to build the 
categories of tomorrow.

We further expanded our direct retail 
coverage in 2011. Over the last two 
years, we have added one million new 
stores, doubled our coverage and 
taken HUL products and services to 
some of the remotest corners of the 
Country. We now have over one million 
outlets enrolled in our ‘Perfect Stores’ 
programme, which focuses on better 
availability and visibility of all our key 
brands in retail stores. This programme 
has been supported by sophisticated 
analytics (Project iQ) which has helped 

CHAIrmAn’s LEttEr
Dear Shareholders,
In 2011, we have delivered a robust business performance, 
which has been consistent and competitive through the 
year and at the same time made good progress on our 
sustainability agenda. Our growth momentum has once 
again set us out as a leader in our sector. 

our sales force to drive better execution 
and higher throughputs in stores. More 
importantly, it has helped us improve 
our overall service levels by 260 basis 
points during the year, with an even 
sharper improvement of 400 basis 
points in Modern Trade.

While it was ‘business as usual’ on 
our growth agenda, it was ‘business 
unusual’ on costs. A sharp focus 
on cost management enabled us to 
continue to invest behind our brands 
and capabilities while delivering an 
improvement in margins.

We made good progress against 
targets in the first year of our Unilever 
Sustainable Living Plan. In 2011, we 
reduced C02 emissions per tonne of 
production by 14.7% and water usage 
in our manufacturing operations by 
10.1% compared to our 2008 baseline. 
HUL has been working for more 
than a decade in the area of water 
conservation in locations which face 
acute water shortage. Through the 
Hindustan Unilever Vitality Foundation, 
we are working with NGOs engaged in 
community projects to conserve water. 
By 2015, we expect hundred billion 
litres of water to be harvested through 
the projects we have undertaken. One 
million people in 180 villages across 

Hindustan Unilever Limited6



India will benefit. In most projects, a 
50% rise in crop production is expected.

In another initiative, HUL has entered 
into partnership with UNICEF and 
Department of Rural Development, 
Government of Madhya Pradesh, 
to implement hygiene awareness 
programme in over 5000 schools in 
2012. This will further strengthen the 
Lifebuoy handwash programme in 
India, which is now reaching 30 million 
people across the Country.

We firmly believe that sustainability has 
to be at the heart of our business model 
and will help us drive faster growth and 
reduce costs. We see this as a source of 
competitive advantage for the business 
now and in the years ahead.

Your Company has always prided itself 
for attracting and developing the best 
talent. A robust employer brand is 
crucial to attracting the best talent, and 
HUL has emerged as the No.1 employer 
of choice amongst the top business 
school students and retained the 
‘Dream Employer’ status for the third 
year running. We have a holistic ‘Annual 
Performance Cycle’ encompassing 
three clear steps: setting goals, 

assessing performance and providing 
merit-based rewards. This delivers 
clarity, consistency and encourages 
living our standards of leadership.

We have always believed that our 
growth was intrinsically linked with the 
growth of our people. We encourage 
diversity and a performance driven 
organisational culture in which people 
give their best and feel proud to be 
part of a successful and a caring 
organisation.

I would like to thank each and every one 
of our employees whose commitments 
and efforts made 2011 yet another 
successful year for the Company.

I would also like to thank you, all our 
shareholders, for your continued 
support in our journey of delivering 
consistent, competitive, profitable and 
responsible growth.

With warm regards,

Harish manwani
Chairman

We firmly 
believe that 
sustainability 
has to be at the 
heart of our 
business model 
and Will help 
us drive faster 
groWth and 
reduce costs.
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WInnInG WItH  
BrAnds And InnoVAtIon
Two out of three Indians use our products, making our brands a 
part of every day life.

We help people look good, feel good 
and get more out of life with brands and 
services that are good for them and 
good for others.  

Bigger, better, faster innovation
Brands and innovation are at the heart 
of everything we do. Research and 
Development (R&D) is the home of 
breakthrough technology for bigger, 
better, faster innovations. 

Home & Personal Care
In 2012, we launched Lifebuoy ‘Activ 
Naturol Shield’, providing breakthrough 
technology in germ protection. The 
technology packs a combination of 
naturally occurring substances with 
the best of technology in cleansing, 
providing ten times better protection 
against disease causing pathogens. 
It is a matter of pride for us that the 
Unilever R&D centre in Bengaluru, 
India, was the lead research centre for 
this innovation.

The launch of Pond’s Age Miracle Cell 
ReGEN Range brought to the Indian 

market the most advanced anti-ageing 
technology developed by the Pond’s 
Institute.  The New Pond’s Age Miracle 
with Intelligent Pro Cell Complex gives 
aging skin cells three times more 
skin renewal power. This extensive 
collection provides everything the 
contemporary Indian woman needs for 
flawless natural-looking makeup. 

In another innovation, Fair and Lovely 
introduced a ‘future tube’ to upgrade 
sachet consumers to an affordable 
yet aspirational format. This enabled 
incremental volume and value 
consumption by inviting existing sachet 
users to trade up to the ‘future tube’, 
which apart from being innovative and 
easy to use was priced to deliver greater 
value. 

In Hair Care, the Keratinology 
innovation launched by Sunsilk is 
specially designed to prolong the beauty 
of salon-treated hair. It features Keratin 
Micro Technology, which works to 
intensively nourish and reconstruct the 
hair’s surface for stunning hair renewal 
and keeps salon beauty for longer.

The Color Rescue range by Dove 
brought to the Indian market a unique 
product that repairs damaged hair 
and helps lock in the vibrant colour for 
longer. 

In laundry, the Rin portfolio was further 
extended with the launch of Rin Perfect 
Shine Neel in the Liquid Blues category. 
The Rin portfolio currently includes 
Rin Washing Powder, Rin Detergent 
Bar and Rin Bleach. Liquid Blues is 
a logical extension for the Rin brand, 
which carries the promise of delivering 
sparkling white clothes. 

Comfort, the fabric conditioner brand, 
has grown with innovative market 
development. Comfort anti bacteria 
was launched as a new variant during 
the year to build on the huge success 
that the category has seen in just a 
few years since it was first launched in 
India.

In colour cosmetics, Lakmé launched 
the premium range of Absolute  
makeup – a high performance color 
cosmetics range, with leading edge 
technology sourced from our Italian and 
French partnerships.  With a stunning 
range of high-end face, lip, nail and 
eye offerings, along with professional 
make-up applicators, Lakmé Absolute 
provides the Indian woman with a 
premium long-wear line. 

Axe, the leading deodorant with a 
presence of over 10 years in India, saw 
the portfolio extended with the launch 
of Axe Shower Gel. 

Hindustan Unilever Limited8


